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conservation agency, labeling themselves as providers, initiating community-centered mutual 
projects,  and bridging  the  firms and customers  through goodwill  and  supportive  activities. 
The discussion that follows the findings briefly relates all of the strategies to theories in CSR 
communication.
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Background
  Corporate  social  responsibility  (CSR)  began  to  receive  public  attention  in  the  1950s 
(Bowen.  1953, cited in Carroll.  1999: 269). Since then, large entrepreneurs have been urged to 
become more aware of environmental and social conservation in addition to sole policies to 
earn unlimited profit.  Also, in the World Economic Forum 2002 (International Institute for Sustainable 
Development, 2013: Online), elevating the necessity of taking care of the environment was a 
highlighted discussion topic.  The discussion led to requiring entrepreneurs to launch policies 
directly involving social responsibility practices.  As a result, business sectors started to broaden 
communication to include strategies related to corporate social responsibility.  Corporate images 
also reflect how well each business sector contributes to both local and global surroundings. 
  In Thailand, in 2006, CSR became an important focus of attention (Thaipat Institute.  2015: 
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to connect with customers.  In doing this, the companies employ strategies believed to be 
effective in attracting the general public.  Though communication strategies tend to be widely 













were urged to consider true responsibilities to society.  In the meantime, new forms of practices 
involving social responsibilities began to play an important role in businesses by the end of 
the 1960s.  Such practices are embedded with, for example, philanthropy, customer relations, 
and stakeholder relations.   In 1970,  the Committee for Economic Development  introduced a 
“three concentric circles” approach to operating CSR (Carroll.  2008: 91).  While the inner circle 
depicts basic economic functions, the intermediate circle prioritizes an awareness of social 






practices related to social issues to prevent negative impacts due to the lack of social awareness. 
However, the issues do not seem to relate to the corporate business structure.  In contrast, 
strategic CSR is explicitly integrated to the firm’s policies.  The proactive implementation of the 
policies along with the business operation can be seen through contributions to society.  That 
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is, companies encompass actions that could be believed to benefit the community.  
  In Thailand, the Thai CSR Network (Thaipat Institute.  2015: Online) has introduced creative 
CSR  that  is beyond both  responsive and strategic CSR.   For creative CSR, collaborations 
between the firm and the community become the mainstream social activities.  In doing this, 
cohesiveness substitutes competition.  
  With a focus on performing social responsibilities, corporations have employed practices  





under laws as widely known as legal responsibilities.  Thirdly, doing business needs to comply 




understanding is that the contributions are on a voluntary basis to improve social conditions. 
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and discussions were carried out and yielded categories or themes from the answers to the 
questions in this study.
Findings
 Seventeen studies used as data in this research synthesis have revealed condensed 
findings concerning the approaches of communicating CSR from 19 corporations in Thailand. 
The studied companies consist of energy industry, telecommunication companies, an optical 




models for performing responsibilities to communities and employees.  Principal strategies could 
be arranged into convincing employees to have an awareness of various social responsibilities. 
This created an organizational culture and enacting CSR policies through forming CSR teams  
to implement the policies proactively.  In the meantime, executives seriously adopted ethical 
management systems with emphases on fairness and justice.  These systems have been directly 
implemented and integrated in a means of communication with employees about the overall 
concept of a wide range of responsibilities and collaborations to serve society.  That is to 
say, employees would be encouraged to realize that the firm cared for all stakeholders and 
the community.  
  The second strategy is in the form of network formation.  With networking, the studied 
corporations collaborated with media companies and any other firm to strengthen CSR projects. 
This type of networking also served as an ally of corporations sharing common contributions 
to the society.  Free media was also a targeted member of a network to broadcast or publicize 
outstanding public relations and campaigns that could attract the public.  Such activities aimed 
at adding the values of each CSR project.  More importantly sharing responsibility in producing 
an outstanding activity could enable the public to realize the significance of each big project 
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Newspapers  and  television  news  programs  tended  to  be  the media  for  passing  news  to 
customers.  
 The fourth strategy directly involves being a leader of environmental conservation agency. 
With an aim to be perceived as a leader in being friendly to the environment, each firm launched 
campaigns urging the public to be aware of, for example, deforestation, reduced natural areas, 
water pollution, and water consumption.  The campaigns were mainly promoted via charities, 
social events, and any other means of communication to announce being ‘green’ and ‘caring’  
business sectors.  Innovative slogans and trademarks were also used to convey the meaning 
of non-profit activities devoted to the betterment of the environment.  Instead of focusing on  
some particular groups of potential customers, a number of firms, trying to be viewed as pioneers, 
declared their devotion to saving natural resources.
  The fifth strategy can be viewed as being a provider.  Charitable activities including giving 
away, for example, financial support and any resources that communities needed were the 
main methods of this strategy.  In doing this, big companies donated money through scholarships 
to students and communities.  In addition, the free distribution was based on the needs of 
each targeted community.  For instance, a big company donated blankets to people living in 
remote areas, and even computers to schools in rural areas.  Others built school buildings 
and other community centers that local people could utilize.  One company built waste water 
treatment tanks to promote water conservation and the treatment system.  
  The sixth strategy used by a number of the studied companies adopted community-centered 
mutual projects.  Instead of giving away supplies, the firms got communities involved through 
appointing each community a coordinator.  Once the connection was settled and local residents 
seemed to understand the purposes of the policies, a number of collaborative activities were 
launched.  These included community improvement projects, community volunteers, seminars 
on living condition development, and any other activity related to self-reliance workshops.  In 
doing this, companies tried to convince local residents to perceive that they were empowered 
and their cooperation was recognized.  With both the empowerment and involvement, local 
residents would be provided with information how the projects truly benefited the community. 






similar  method  involved  integrating  current  trends  such  as  the  value  and  benefit  of  The 
Sufficiency Economy campaign.  Also, innovative marketing conveying how seriously business 
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sectors recognized customers was carried out to enable customers to realize that businesses 















revealed, an activity through working hand in hand with the community shares an aim of performing 
social duties as well as exercising social power.  Among the rest of the strategies, serving local 
residents based on their needs seems to relate to ‘integrative theories’ (ibid: 57).  Providing 
support that the community lacked was a way corporations took public responsibility into account. 
Through integrative theories, it seems that social development and business growth continued 
together.  Other activities reflected the adoption of ‘ethical theories’ (ibid: 53).  This means some 
activities signify that corporations are devoted to helping society as responsible citizens.  That 
is, ethical values were embedded in business policies and operations.  
 In addition, it can be argued that the methods that the studied companies used to 
communicate CSR above  lean  toward altruistic  and  reciprocal  strategies  (Galbreath.    2006: 
177-178).  In terms of the altruistic strategy, some of them were in the form of promoting the 
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relationship between business sectors and society could become stronger through, for example, 




business world, especially for communicating with the public how each company treated and 
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